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Abstract 
 
This paper explores how the design of creative clusters as a key strategy in promoting the urban 
creative economy has played out in Shanghai.  
 
Creative Clusters in Europe and North America context have emerged ‘organically’. They developed 
spontaneously in those cities which went through a period of post-industrial decline. Creative 
Industries grew up in these cities as part of a new urban economy in the wake of old manufacturing 
industries. Artists and creative entrepreneurs moved into vacant warehouses and factories and began 
the trend of ‘creative clusters’. Such clusters facilitate the transfer of tacit knowledge through 
informal learning, the efficient sourcing of skills and information, competition, collaboration and 
learning, inter-cluster trading and networking. This new urban phenomenon was soon targeted by 
local economic development policy in charge of re-generating and re-structuralizing industrial 
activities in cities. 
 
Rising interest from real estate and local economic development has led to more and more planned 
creative clusters. In the aim of catching up with the world’s creative cities, Shanghai has planned 
over 100 creative clusters since 2005. Along with these officially designed creative clusters, there are 
organically emerged creative clusters that are much smaller in scale and much more informal in 
terms of the management. And they emerged originally in old residential areas just outside the CBD 
and expand to include French concession the most sort after residential area at the edge of CBD. 
More recently, office buildings within CBD are made available for creative usages. From fringe to 
CBD, these organic creative clusters provide crucial evidences for the design of creative clusters. 
 
This paper will be organized in 2 parts. In the first part, I will present a case study of 8 ‘official’ 
clusters (title granted by local govenrment) in Shanghai through which I am hoping to develop some 
key indicators of the success/failure of creative clusters as well as link them with their physical, 
social and operational efficacies. In the second part, a variety of ‘alternative’ clusters (organicly 
formed clusters most of which are not recongnized by the government) supplies with us the 
possibilities of rethinking the so-called ‘cluster development strategy’ in terms of what kind of 
spaces are appropriate for use by clusters? Who should manage them and in what format? And 
ultimately what are their relationship with the rest of the city should be defined? 
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Introduction 
Creative cluster development as linked to theories of post industrial city 
 
This paper explores the meanings of de-industrialisation through studying the relationship between 
creative industries and post-industrial cities.  
 
Creative industries have been used constantly in cities going through de-industrialisation. From 
reusing industrial facilities to reinventing new creative industries’ facilities, creative industries have 
without a doubt become the most familiar strategy for policy makers and urban planners. It seems as 
if you can always plan the creative use of the space despite the physicality and the socio-economic 
existences.  
 
Creative clusters/quarters/milieu refer to the geographic concentration of creative businesses, 
cultural/educational institutions and services and facilities which have certain level of 
interdependences and connectiveness. The idea of a creative cluster deriving from the general idea of 
clustering is to encourage the exchange of creative ideas and crafty skills, the sharing of production 
and distribution resources as well as to take advantage of the co-branding value through the 
realization of economies of scale (O’Connor and Gu 2011).  
 
These are the things that creative clusters do: 
‐ transfer tacit knowledge through informal learning 
‐ efficient sourcing skills and information 
‐ competition collaboration of complementary business producing learning and efficiency effects 
‐ development of inter-cluster trading, networking and joint projects 
‐ delivery of common services – from utilities to business support, training and industry events 
‐ allow targeted application of industry development policies 
‐ cross-subsidy or government support allows cheaper rents or other benefits for small companies 
and entrepreneurs 
‐ inspiration by proximity 
‐ common branding and identification 
‐ the contribution to and benefit from a nearby ‘innovative urban milieu’ 
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Understanding Creative Clusters in the Chinese context 
 
The concept of creative clusters was introduced to China around year 2000. After a few years’ 
maturity, the British terminology of creative industries has reached its popularity both in Europe and 
in East Asia with countries such as Singapore and North Korea following closely its agendas. 
Shanghai was among the first few cities to give it a go. It started as what seems to be an innovation 
strategy attached to arbitrary intellectual property claims and the wider strategy of upgrading 
industrial capacity in the city. This was not much different to the other Asian countries’ adaptation of 
the term in the sense that it emphasizes on high tech in specific industries such as animation and 
design in contrary to the UK’s emphasis on ‘culture content’. However, the expansion of hi-tech to 
ideas’ driven industries like design demand more than just technological innovation but also cultural 
creativity.   
 
This is when to develop a creative industries strategy in Shanghai becomes trickier. Firstly, creative 
industries are made up of small and medium sized businesses. The Chinese government has always 
used to promote certain industrial sectors in the past by focusing on the big players in the field. 
When it comes to creative industries represented by freelances and sole traders, it is difficult to 
promote these industries as a whole. Despite the fact that local government might have much more 
ability in understanding local entrepreneurial development, it demanded a new way of thinking about 
the wider strategy of local economic development in the age of post-industrial (O’Connor and Gu, 
2011). Secondly, there has always been concerns about ‘censorship’ issues in China in terms of 
cultural development. Many cities in China have adopted the strategy of uncoupling ‘culture’ – the 
sensitive, from ‘creative industries’ – the safe. By doing so, local government is able to shift the 
attention from ideological control to economic gains. This justifies the attention paid to lifestyle 
industries including animation, new media, fashion and even consulting services. Although this gives 
the local authorities much more autonomy (Zhong, 2011; White, 2012), it ignores the essence of 
these industries as about local cultural creation and the fact that it demands support for cultural 
development as well as economic development. We will elaborate this point later in the case study of 
the official creative clusters. The last point concerns the micro operation of creative industries in the 
city. We are familiar with the claim that creative businesses are supported through sophisticated 
social networks embedded in local cosmos (Gu 2009). This seem problematic to local authorities 
who have the tendency to avoid talking the ‘cultural’ language with local cultural entrepreneurs. The 
CIC model came to the rescue when the city found it impossible to intervene nor promote creative 
industries development based on the above stated problems.  
 
It is understandable that the CIC model implies the marriage of Porter’s industrial cluster model 
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(Porter 1998) to the old industrial buildings in Shanghai. However, the result is largely different to 
the western idea of cultural quarters (Mommaas 2004). On the one hand, the top down designed 
creative clusters has copied the previous sci-tech model aimed at providing bases for professional 
business development. Policy makers actively engaged in facilitating the development of inter-
business trading mostly by attracting investment under the wider strategy of promoting local 
industrial capacity. We can easily identify this model across China in developments such as 
animation park, film and television base and digital content parks (Keane 2007). On the other hand, 
there is the emergence of ‘organic clusters’ led by small scale entrepreneurial initiatives (He and Wu, 
2005). Shanghai’s M50 and Tianzifang are famous examples of how creatives are attracted by cheap 
rents, the spatial capacity as well as the social and cultural emblements of the clusters. These early 
experiments were followed by more bottom up refurbishment of spaces in the city which is to be 
recognized as a unique Shanghai model – the reuse of urban spaces (not necessarily old industrial 
buildings) by bottom up cultural activities. It has formed the largest part of the cultural offering of a 
cosmopolitan city such as Shanghai (Gu 2012). 
 
It worth noting though the acceptance of the notion ‘creative clusters’ by the Shanghai government 
was not just a manipulation of industrial infrastructures for the purpose of restructurilization of past 
industries. It has some deeper political and economic reasons associated with the development of 
‘entrepreneurial state’ (O’Connor and Gu 2011). Process of deindustrialsiation paralyzed the 
production in major State Owned Enterprises (SOE). The only positive equity these SOEs have is 
land and large chunks of it. Allowing SOEs to rent the land either to individual tenants or to private 
developers generates was in effective a solution to the problem of post-industrial.  
 
The story of how an old industrial building becomes a creative cluster goes more or less like this:  
 
In the simpliest case, SOEs will rent the land out to be developed by other developers although SOEs 
still have to apply for a redesignation of land uses. More commonly, SOEs will invest directly or 
form joint partnership with private developers which involve setup new companies representing the 
redevelopment. But SOEs will have to apply for re-designation for lands they own to be used by 
creative industries. Some of the clusters were rented out by SOEs to individual tenants without a 
land-use designation such as in the case of M50 before the setup of the M50 management company. 
After the negotiation between local government representing local SOEs with the state government, 
the redesignation usage of old industrial buidings was granted to local authorities as part of the de-
centralization process in China. Legitimizing creative clusters by local authorities is a milestone in 
creative industries development strategy. Although it was still uncertain whether these old industrial 
lands will be available for creative uses in the future, it has temporarily resolved the needs for 
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industrial restructuralization, the anxiety from the real estate market and the needs from within the 
creative sectors. In a short span of less than 5 years, Shanghai has granted the development of over 
90 creative clusters.  
 
This paper has purposefully chosen a list of 8 creative clusters under full/partial management by one 
state enterprise – Shanghai Textile Group (STC). It is one of the biggest equity owners of industrial 
lands in Shanghai. With the increasing relocation of textile manufacturing inland, STC has faced 
with the challenge of reinventing and restructuring industries for Shanghai. Although it seemed as a 
good opportunity at first for STC when clusters became favorable objects for property development, 
soon it turned out that the task is more difficult than thought. Based on the 8 chosen clusters related 
to STC, this research aims to discover the intricate relationship between the physical, the operational 
and the social relationship of clusters. Such quantitative comparison is supported by qualitative 
interviews with local creative entrerpreneurs, cluster managers, public visitors and other users of 
these clusters. But first of all, I will provide some background for Shanghai Textile Group.  
 
 
Shanghai Textile Group 
 
 
Analytical framework 
 
Physicality indicator:  
 
Research identified 8 CICs that are run by shanghai textile group based on their location, scale and 
built forms. (See table 1) 
 
 Clusters Built 
forms (pre 
1949) 
Location 
(within inner 
ring road) 
Scale (No. of Buildings/sqm)
1 M50 Yes No 21/41000sqm 
2 Huizhi Yes No 3/15700sqm 
3 Zhuowei 700 Yes Yes 1/1200sqm
4 1930 Yes Yes 1/4109sqm
5 Xijiao X-Bridge No No >5/12000sqm 
6 Huijin No No 1/715sqm
7 Shangjie Loft No Yes 2/40000sqm 
8 Hailuo Building No Yes 1/<2000sqm 
(Table 1. The 8 creative clusters selected.) 
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The different combination of these three basic characters of each CIC will presumably lead to very 
different performances of the clusters in terms of how they are perceived in the city, how they 
perform economically and culturally. I will explain later how these different performance indicators 
can be related to their physicalities. The list below include the chosen 8 creative clusters based on 
the three categories:  
- location (zoned from CBD to city fringe) (see map below);  
- scale (how many buildings and construction footprint in a site); and  
- character (whether it’s ex-industrial or new built).  
 
 
(Fig 1. Map of the 8 chosen clusters.) 
 
Such robust selection of clusters might not present us with every single specie of the clusters existing 
in shanghai but could provide us with a snapshot of the available official clusters. For example, of 
the 90 clusters surveyed, over 50% were built during the height of Shanghai’s industrial era before 
1949. Most of the remaining clusters are purpose built to accommodate creative industries and were 
built in the last 10 years. This gives us a good reason of using 1949 as a benchmark for selecting 
clusters. Same applies to location and scale specification. We used the boundary of inner ring road in 
shanghai as a benchmark for separating CIC that is centrally located from those that are not. In terms 
of scale, we have observed that larger scale clusters performs better than smaller scale ones. This 
might have something to do with public spaces between buildings. Interview data informs us that 
visitors and SMEs are more likely to use public spaces in creative clusters if there are more than 5 
buildings and with over 5000 sqm construction area. Data has been illustrated in the images below to 
elaborate the layout of buildings in the stereotype the old factory refurbished creative clusters (See 
fig 2). Although factory converted clusters also vary in terms of layout and scale, the illustration 
demonstrated the spatial arrangements of buildings in these clusters with a clearly defined zones as 
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was used by industrial activities before.   
 
 
(Fig 2. Factory Stereotype. This image illustrates the layout and scale of many factory converted creative clusters. 
Some buildings are larger than others. Public spaces are strictly defined in terms of how and who shall be using 
them. ) 
 
Scale transposed into the availability of public spaces seems matter in this case in both creating a 
sense of community and atmosphere through democratization the space. SMEs and other visitors are 
more likely to use the public spaces creatively if they are not feeling ‘isolated’ and ‘trapped’ spaces 
which smaller scaled clusters tend to convey such feelings.  Our survey with 88 clusters has found 
over 90% of the clusters occupies more than 5 buildings. And survey with the 8 listed clusters 
support such claim with the two largest scale clusters - M50 and Xijiao X-Bridge - rated highest by 
both visitors and SMEs. 
 
Operational Indicator: Rents, type of industries and management structure 
 
After selecting the clusters, we have rearranged them and ranked them according to 
the rents from the highest to the lowest they charge per sqm per day. This generated 
table 2 (see below) within which we also included information about the kind of 
businesses accommodated by these clusters and their management structure. 
 
Under column ‘management structure’, we identified different partnerships have 
formed between Shanghai Textile Company (STC) and other public and private entities. 
In order to make it clear to read, we have in this table labeled these structures as: 
Category 0: Shanghai Textile Company 
Category 1: Shanghai Textile Company’s son company (level 1) which manages the 
cluster on behalf of STC. Although it’s a new company, it is still controlled by STC. 
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Category 1 with others: STC forms a new company and invites other companies to 
jointly develop the clusters. STC in this case still controls the majority share of the 
company. 
Category 2: Shanghai Textile Company’s son company (level 2) which forms a new 
company (often under the name of previous state enterprises) with other public/private 
company. STC will rent out the land to the new development company/ies and retain 
the ownership, as it’s not transferable. STC does not offer direct investment in the new 
company. The new company only collects rents. It does not share direct profit with the 
cluster management company. 
Category 2 with investment from 0: STC forms another company that invests with 
other partners in the development of clusters. The new company will share the profit 
as well as retain the rents of the land. However, it does not control the management 
company without having the largest share of the company. 
 
Rank Cluster  Rent/sqm/per 
day(RMB) 
Location 
(within 
inner ring 
road) 
Type of Industries Manag
ement 
Structu
re 
1 1930 4.3 Yes Design, animation 2 
2 Shangjie Loft 4.09 Yes Fashion 1+other
s 
3 Hailuo 
building 
3 Yes Mix of different office 
uses 
2 (with 
invest
ment 
from 0) 
4 Zhuowei 700 2.91 Yes Film, Advertising 1 
5 Huizhi 2 No Media 2 
6 Xijiao X-
Bridge 
1.87 No Industrial design, 
exhibition, 
entertainment 
2 
7 M50 1.64 No Art 1 
8 Huijin 1.4 No Leisure and 
entertainment 
2 (with 
invest
ment 
from 0) 
 
Rent is mostly related to location rather than about other intangible values such as the 
brand of creative cluster, business opportunity or services and so on. M50 being the 
most famous and ranked highly in terms of service charges the second lowest rent in 
this table because it’s inconvenient to get there via public transportation.  
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Service based creative industries such as design, software, PR, marketing companies 
are more likely to be found than other creative sectors in well serviced creative clusters. 
Here well service means convenience of transportation, facilities, atmosphere. Product 
based creative sub-sectors including Art, fashion, product design are more likely to be 
found in non-central locations where there is the possibility of acquiring large storage 
space. 
 
We observed that clusters managed directly by STC with little interference with 
external partners have the rent privilege as there are often less commercial investment 
in the refurbishments (lands are pre-owned plus minimum refurbishment); the less 
control the STC has, the more likely the clusters will become more commercialized with 
private developers eager to generate quick economic return. Same applies when we 
look at the sectors that both STC and the private look to support. It’s unlikely for a 
private developer to support a sector with low or limited economic return over a short 
period of time. Design, animation, leisure and entertainment with higher commercial 
connotation are favored by private cluster developer instead of art or film production. 
In essence, private developers concerned more about economic output of these clusters 
whilst state developers such as STC are less stressed about money because of no 
burden of land rental cost and initial investment.  
 
Social Indicator:  
 
We have also observed a different level of traded and untraded relationships among 
firms based in these 8 creative clusters. This research is trying to investigate to what 
extent such relationships are affected because of their different management 
structures and whether mixing with other social group such as visitors  does impact on 
relationship building among businesses within.  
 
Table 3 outlines such correlation.  In this table under column ‘size of the companies’, 
we have identified different mixture of companies. And they are: 
Category A: micro to small businesses – sole trader or employ less than 5 people, 
trading under 2 years and with a turnover less than 100,000RMB per year 
Category B: small to medium businesses – employ less than 30 people, trading 
under 5 years and with a turnover less than 800,000 per year 
Category C: medium to large businesses – employ more than 30 people, trading 
over 5 years and with a turnover more than 1,000,000 per year] 
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Rank clusters Open to 
public 
Companies Traded Management 
Structure 
Untraded 
1 1930 No B+C No 2 No 
2 Shangjie 
Loft 
Yes B+C No 1+others No 
3 Hailuo 
Building 
No A+B Yes 2 (with 
investment 
from 0) 
No 
4 Zhuowei 
700 
Yes B+C No 1 Yes 
5 Huizhi No A+B Yes 2 No 
6 Xijiao X-
Bridge 
Yes A+B+C Yes 2 Yes 
7 M50 Yes A+B+C Yes 1 Yes 
8 Huijin No A+B Yes 2 (with 
investment 
from 0) 
Yes 
 
Clusters with better brand names are ones that open to the public. Although visitors 
might distract the ‘seriousness’ of the place for businesses, it is suited for the type of 
casual businesses that most creative clusters attract. These cool and quirky places soon 
become tourist attractions acting as cheap marketing strategies for businesses within. 
The spatial capacity of the buildings adds to the creative atmosphere of these clusters 
which is why certain businesses have chosen them in the first place. This tends to 
attract similar businesses which re-informs the brand of clusters. For example, Xijiao X 
Bridge attracts product design businesses, M50 for arts and Shangjie Loft for fashion.   
 
Micro and small businesses are important for the formation of traded and untraded 
relationships. Creative industries are made up of SMEs and they form crucial part of 
the value chain for the industries. To talk about value chain in creative industries, it is 
not that different than to talk about the composition of different sized businesses. A 
multi-million film production company might subcontract its post-production work to a 
small company who he also wants to keep in arms length so to make sure the 
dissemination of intangible knowledge is possible. Small companies however dislike to 
be institutionalized which is why in clusters such in Shangjie Loft and Zhuowei 700 
run by STC, it is difficult to find small creative businesses. STC’s favoring big 
companies add to the problem which reflect the state approach to business 
development as described before.  
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Other indicators 
There are other indicators which might be useful in assessing creative clusters such as 
‘digital’ indicator: an enclosed cluster – its sense of space can be changed according to 
the visionary senses. The use of wifi within the clusters can extend the boundaries of 
workspaces. And the use of ubiquitous technology in particular social media 
technologies links the space within clusters with the wider city landscape and beyond.  
 
To summarize based on the analytical framework presented above, creative clusters 
can be assessed based on physical, socio-cultural, and operational indicators. 
 
Physical level: Creative clusters are ultimately places inscribed of unique built form 
(both old and new), locality and scale. In this sense, creative clusters can be defined in 
the same way we do to other urban places. The type of clusters in shanghai varies 
there are clusters with only one building, clusters with a few buildings and some public 
spaces and clusters with a real mix of user areas.  
 
Social/Cultural level: creative working in clusters, managers of these clusters and 
visitors bring different social and cultural interactions into creative clusters. The 
working culture within creative industries will exemplify through their use of the 
places and spaces. Management company could dictator and influence the working 
culture through rents, change facilities and internal communication structure. Visitors 
also play a role here although not purposefully. 
Operational level: this entails different relationships between businesses, managers 
and other clusters users. The everyday interchange among this group of people reflect 
many deeper problem associated with clusters. There is the potential for tenants to 
share pool of information and resources among themselves. But this doesn’t seem to 
happen often. Most of the businesses activities will happen outside of clusters. To many 
SMEs, clusters are more like display windows of creative products (crafts shops) or 
creative processes (art studio).  
 
‘Official’ clusters 
 
Based on the above analytical framework and its justification, we are able to approach 
the question of whether designed clusters are successful or not in Shanghai. It has 
been convinced that creative clusters are important indicators of Shanghai’s 
 12
cosmopolitanism. Underneath such grandiose façade lies the real issue of sustainability. 
In this case of creative clusters development, the concern is not about the 
sustainability of clusters but rather around the longevity of local creative sector or 
more specifically whether we will still find creative industries in clusters in the next 10 
years or even shorter? 
 
Our worry about the future of creative industries in shanghai comes as a result of 
recent observation of how government has joined real estate developers in the 
development of creative clusters. Many researchers in the field have pointed out CIC 
are increasingly becoming revenue generator for the local government who thus 
becomes more and more like developers themselves (Zheng 2010 and Zhong 2011). Our 
observation reveals the rapid decline of percentage of creative businesses especially 
SMEs in these official clusters replaced by amenities and other high commercial return 
activities. The problem though is that amenities cannot exist in isolation.  
 
‘Organic’ clusters  
 
The second part of this paper looks at alternative clusters in the cities after ‘official’ clusters are 
either commercialized or institutionalized thus inaccessible for local small businesses. Creative 
industries have to turn to the ‘unconventional’ spaces in the city. Using the same indicators for 
official clusters, I am trying to compare organic clusters with the designed ones and hopefully will 
draw some concrete conclusion as to which are more successful.  
 
Physical indicators 
 
In comparison to the old factory refurbished creative clusters, many organic clusters emerged in old 
residential areas. Using the same method, we have illustrated the arrangements of buildings and 
pathways in a stereotype of laneway clusters. It demonstrated clearly that the spatial capacity of a 
laneway type cluster with endless possibility of entrance, exits and joints has much more advantage 
in terms of generating sense of community and atmosphere comparing to the factory stereotype with 
much less choices by users.  
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(Fig 2. Laneway Stereotype. This image illustrates the layout and scale of creative clusters located in old 
residential districts such as those found in Tianzifang and French Concession where large numbers of low rise 
buildings are similar in size and are densely situated next to each other. ) 
 
The success of Tianzifang as a creative cluster when it was initially taken up by artists can be traced 
back to its maze like laneways – users are not restricted by where they can visit. There is no defined 
entrance and exit. Visitors come from all directions. It is much more interesting and atmospheric 
than the formal clusters.  
 
Unlike the official clusters with prototype units, SMEs prefers the offering of CBD 
units that are smaller in scale thus cheaper to rent. On top of all is the convenience 
and colorfulness of CBD with its abundant amenities, cafes and restaurants etc. which 
are all essential for the need of social networking for creative businesses. Businesses in 
official clusters used to travel back to CBD for meetings are now only need to pop out 
around the corner. Location still matters. But instead of being just place of production, 
CBD located organic clusters combine living and working provide excellent alternative 
to the 9-5 model of the factory model. Yongkang road art galleries is a good case of how 
inner city spaces if acquitted wisely, can turn out to be cheaper than one might think.   
 
Operational indicators 
 
Organic clusters often don’t have a dedicated management company. There are no 
developers or managers but tenants and landlords. The relationship between tenants 
and individual landlords varies from one case to another. Apart from rents, there is 
almost no barrier for entry. In fact, our survey reveals that there is a large stock of 
cheap spaces within CBD where rents are much cheaper than in official clusters 
especially when you take management fee and other extra costs out of your calculation. 
SMEs prefers such personal approach as they feel more in control. Unlike the official 
clusters within which SMEs has little say about how they want the clusters to be, in 
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organic ones, SMEs manage themselves. The conventional value chain of creative 
clusters: tenants paying rent to management company who owes share to investment 
companies who have to pay rent to land owners. In the organic clusters, the value 
chain has been boiled down to tenants dealing with individual landlord alone. It cuts 
all the middle persons out. 
 
Scaled down to more scattered and smaller in scale, organic clusters offers limited 
promotion for SMEs in terms of marketing. This has been managed through careful 
choice of locations. Tianzifang for instance attracts high end fashion design, 
photography etc.whilst French concession cluster a variety of design, new media, art 
studios. The convergence of work and life also meant that  
 
Social and cultural indicators 
Organic clusters have no boundaries. Visitors, creative businesses and other users 
mingle. There is no hierarchy in these places. The separation between work and play 
are completely lifted. Most of the businesses choose to locate in organic clusters are 
small to medium sized businesses employ less than 10 people (just enough to fit in the 
‘loft’). They are often seen as the most creative local businesses with an attitude of 
trying to do things differently. They share one crucial character which is to distant 
from any form of public interference. To be institutionalized means to many the loss of 
souls. The culture of self-made entrepreneurs is widespread across social networks in 
these clusters.  
 
Conclusion: Designing creative clusters- a test to the top down cultural planning 
 
The success of organic clusters offer some real lessons to top down planned clusters in 
terms of how to balance the physical, the social cultural and the operation values? 
 
On the physical level, formal clusters spent huge amount building hard infrastructures 
to be used exclusively by its tenants. This cost will have to be shifted to its tenants 
which could potentially exclude SMEs. A good way of overcoming this is by sharing the 
cost of infrastructures. It brings me to the idea of ‘public spaces’ which is spaces for 
sharing.  
 
Clusters should be built as public good rather than purely as engine for property 
development. The state government might want to think about a cluster development 
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strategy as about generating economic revenue and increasing employment figures. It 
is wrong to forget the wider social and cultural benefit that these urban enclaves could 
bring. By seeing these places as public goods, local government should invest in the 
building of cluster infrastructures as for the public not for its own. Local clusters are 
for the local people. Businesses within clusters might have linkages with global nodes, 
clusters’ value lie ultimately in education. It will over a period of time change people’s 
perception about a particular place and a particular culture. This is why the departure 
of Chinese art onto the world stage didn’t happen in national galleries but in places 
like 798 in Beijing and M50 in Shanghai.  
 
The success of organic clusters also means that the cluster value chain should not be 
about selling products and amenities in clusters. It has an ‘expression value’ involving 
the everyday display of the artistic living experience. Shanghai might not adopt a 
bohemian culture completely but it has its own culture which fed in the experience of 
creative – live performance, salon, talks, exhibitions and so on may not seem very 
business like at the beginning, these everyday experiences (most of which are outside 
of 9-5) are more important to SMEs than formal interferences. In some cases, such as 
in music, live band performances are not about selling a product but also about 
marketing, branding and networking. These are often ignored or disliked by the formal 
clusters. ‘Mao live house’ venue for indie bands used to be in Red town has recently 
been kicked out because it’s too noisy and not suitable for the image of Red town’s high 
art approach. Without understanding niche market and small scale production in 
creative industries, it is impossible for local authorities to come up with an appropriate 
model for creative clusters. With more than half of the official clusters facing financial 
hurdles, many started to question whether CIC is a good model. I think this is actually 
a design question about how we can appropriate CIC for the use by the public.  
 
 
